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What does self- publishing 
mean? 

Imprints 
It means most authors today 
whose objective is to be success-
ful create a small or independent 
press. They create their own 
“imprints”—publishing houses 
only on a mini scale. Authors find 
that books breed books, more will 
come. As a small, independent 
press, all can be published under 
their publishing house.

Specialization 
“The terms “small press”, “indie 
publisher”, and “independent 
press” are often used interchange-
ably, with “independent press” 
defined as publishers that are 
not part of large conglomerates 
or multinational corporations. 
Defined this way, these presses 
make up approximately half of the 
market share of the book publish-
ing industry. Many small presses 
rely on specialization in genre 
fiction, poetry, or limited-edition 
books or magazines, but there are 
also thousands that focus on niche 
non-fiction markets.”

Only their own 
“The majority of small presses are 
independent or indie publishers, 
this means that they are separate 
from the handful of major publish-
ing house conglomerates, such as 
Random House or Hachette. The 
term ‘indie publisher’ should not 
be confused with ‘self-publisher’, 
which is where the author publish-
es only their own books.

Source: http://authoru.org/inde-
pendent-publishing-with-self-pub-
lishing.html
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Benefits of Self- Publishing 

Time
Most traditional publishers have 
long production cycles. Once a 
company receives your signed and 
approved proof, your order can be 
in service quickly.

Profit
A traditional publisher will finance 
the project, but may only offer a 
5–20% royalty. Why not self-pub-
lish and earn a 40–400% margin? 
All book profits are yours!

Ownership
By self-publishing, you own all 
book rights. A traditional publisher 
would own the rights, and if they 
lose interest in your book, you 
cannot print your book unless you 
purchase those rights back.

Niche
Traditional publishers are less 
inclined to take on a book that is 
topic-specific because they prefer 
books with mass market appeal. 
However, your book may fill a 
niche that has not been met, and 
you can “test the waters” with 
short-run printing.

Locality
Books about local or regional top-
ics are usually produced by local 
authors in short-run quantities. 
Large publishers generally decline 
publishing these books because of 
limited sales potential.

Control
Self-publishing gives you the final 
say on all aspects of your book, 
not someone else’s.

Legacy
Making money is not the only 
reason to publish. Sharing what 
you have learned, building your 
career, or leaving a family legacy 
are admirable motives.

Source: http://www.morrispublish-
ing.com/self-publishing/
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Working with
Self- Published Authors 

System
“Having a system in place relieves 
us of assessing all of the books, 
and it relieves us of the respon-
sibility of having to respond to 
every single self-published author”

“Sales of self-published books are 
steady,” said Matt Miller, Tattered 
Cover’s general manager. But, as 
with any other inventory, some 
titles are more successful than 
others. “On one hand, they are 
[profitable] because we have the 
authors’ books on consignment. 
However,” he noted, “it can be 
very labor intensive to go through 
the process that we do with each 
author.”

Miller said the store needed to 
standardize more of its procedures 
in order to accommodate the 
demand. “Nevertheless, we try to 
treat every author with the respect 
they deserve for their efforts and 
their desire to make their works 
available to the larger communi-
ty,” he said.

Lyon Books also sells self-pub-
lished titles online. “For some 
authors, we provide their only on-
line sales venue,” Lyon explained. 
“While the online sales aren’t 
nearly as much as in store, the 
locally authored books make up 
about 2/3 of all our online sales. 
For self-published books, there 
isn’t the pressure to compete on 
price, so Amazon isn’t much of an 
issue.”

Source: http://www.bookweb.org/
news/working-self-published-au-
thors 
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Selling Self-Published Books

Obscure subject
Books that do well are those in a 
popular niche. If you do an Ama-
zon search and find hundreds of 
books in your niche, that’s a good 
sign. It doesn’t mean that niche 
is over-populated, it means that 
niche is hopping. Think of the 
diet and food industry. More diet 
books are being published every 
day, and they still continue to sell.

Poorly edited
Sure your close friends and family 
will buy your book to support you, 
but all it takes is one nasty Ama-
zon review from a reader outside 
your circle to dampen your overall 
sales. If you have a list of devout 
followers who hang on your every 
word, you can get them to give 
your book five stars on Amazon. 
However, be careful as too many 
five-star reviews paired with a lot 
of bad one- and two-star reviews 
will tell the truth that your book is 
poorly edited.

Poorly written
Let’s face it, some books are badly 
written to begin with. Hiring a pro-
fessional editor can help, but I’ve 
read some books that are noth-
ing short of one sales letter after 
another trying to get me to pur-
chase the author’s or the authors’ 
friends’ stuff. Affiliate links and 
recommending programs is fine in 
a book, it’s even a good tactic for 
increasing residual income.

Unprofessional cover design
It’s been proven that a clean, pro-
fessional, easy-to-read cover sells 
more books.

Bookstore Requirements
Having a book signing at a brick-
and-mortar store can be a huge 
deal for an author. Not only does 
it feel great, but many Barnes 
and Noble stores get their guest 
authors to appear on local news 
stations and listed in newspapers.

Bad interior design
Microsoft Word or Adobe InDe-
sign? There’s a reason book layout 
software exists. And there’s a big 
reason why traditional publishers 
use this software. MS Word is not 
a page layout program. This is one 
of the primary reasons self-pub-
lished books get poor reviews or 
fail to sell, because books format-
ted in MS Word scream, “Look at 
me! I’m self-published!”

Rush the process
Producing a high quality book 
that sells takes time. The more 
corners you cut and the more 
you rush the process, the more 
it will show in your finished 
product.

Source: http://www.magnoliame-
dianetwork.com/self-published-
books-dont-sell/
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Consignment Agreement 

Pricing 
The standard discount for book-
stores is typically 40% off of your 
book’s retail price. So if your book 
retails for $14.99, you can subtract 
40% off the price ($6.00), and the 
balance is what the store will pay 
you for each book sold ($8.99). 
You may occasionally be asked to 
sell your books at 50% off of retail, 
which is a standard discount level 
for other types of retailers like gift 
shops, grocery stores, and restau-
rants.

Reasoning 
Booksellers want a 40% (or signifi-
cant) discount because they need 
to pay for their store costs, staff 
costs and all their other business 
costs from the sale of books. It is 
incredibly hard to run a bookstore 
with the slim margins.

They are looking for ease of 
administration if you’re supplying 
a bookshop with just your book 
and nobody else’s book. So all 
the books they sell for you, there’s 
going to be paperwork involved.
So not only have you got to make 
your case to the bookseller for 
your book being good and sale-
able but you’ve got to make it 
worth his while to go the extra 
mile, and do that extra admin 
around your book to sell your 
book. 

Source: http://authoritypublishing.
com/book-marketing/how-au-
thors-can-sell-to-bookstores-free-
bookstore-consignment-agree-
ment-for-authors/

http://www.thecreativepenn.
com/2015/02/26/bookstores-deb-
bie-young/
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Print Books vs. eBooks 

Print Books have increased by 
496,833 from 2008 to 2015. Print 
Books still have a high demand 
versus eBooks. 

Source: Statista

Increase by 496,833
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Implications for authors

Opportunity 
Self-publishing  offers  an  oppor-
tunity  to explore and establish 
the value and appeal of material 
to a market before approaching 
traditional investors, making it 
easier sub-sequently to argue for 
its likely commer-cial success. By 
the same token traditional pub-
lishers are increasingly evaluating 
both the content of a book and 
the marketabil-ity of the authors 
they decide to formally commis-
sion. This is likely to impact on all 
authors; how you will support your 
work may become as important as 
the quality of the work itself, and 
play a key part in attracting exter-
nal investment.

Responsibility 
Self-publishing implies the taking 
of personal responsibility for the 
management and production of 
your content, and as more authors 
seek to develop their work, a high-
er standard of completion may be 
expected before submission to 
traditional investors.

Source: http://onlinelibrary.wiley.
com/doi/10.1087/20130310/epdf



Discovery      Planning         Creative        Application 

Implications for Publishers

Awareness
Through becoming aware of the 
complexity of publishing process, 
some may decide to remain writ-
ers rather than further subdivide 
their time as publishers, and seek 
a traditional deal with a publish-
ing house and/or literary agent to 
proceed with this. But the experi-
ence of self-publishing is likely to 
impact on their behaviour in any 
future relationship: they will be 
more aware of their options; more 
desirous of involvement; keener to 
negotiate; less likely to ‘leave it to 
the experts’.

Profits & Resources
Authors whose work is successfully 
traditionally published may decide 
that a self-publishing operation, 
run on similar lines to a traditional 
publishing company but managing 
their work alone and with all profi 
ts returning to them, would be a 
more advantageous financially. In 
the process, they may overlook 
the time, effort, and resources it 
took on their publishers’ part to 
raise awareness of their work.

Source: http://onlinelibrary.wiley.
com/doi/10.1087/20130310/epdf

Marketing
Through media coverage of 
self-publishing, a broadened 
awareness of publishing process-
es within society may widen the 
spread of those wishing to par-
ticipate in the industry and hence 
promote diversification  of the 
workforce.
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Offering Self-Publishing Services 

Services 
Self-publishing  authors  are  al-
ready  regularly involving others 
in the development of their work, 
and in the process a market for 
publishing services is being de-
veloped. New opportunities exist 
for the offering of related services 
such as editing, marketing, legal, 
and other areas of professional 
support.

Traditional Industry 
As the traditional publishing indus-
try contracts, and firms amalgam-
ate to reduce costs (the number of 
VAT-based book pub-lishers in the 
UK has fallen 16% in three years 
from 2,610 in 2007/08 to 2,200 
in 2010/11), staff released in the 
process may find establishing pub-
lishing services a viable alternative 
career 

Source: http://onlinelibrary.wiley.
com/doi/10.1087/20130310/epdf
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Implications for retailers

Competition 
Self-publishing implies a direct 
threat to traditional (brick-based) 
book retailers. Before it was pos-
sible to sell online, self-published 
authors frequently found it dif-fi 
cult to get their materials stocked 
by tra-ditional bookshops. Retail-
ers were resistant to taking on lots 
of smaller accounts, which would 
be time-consuming to service, and 
were insistent on high production 
standards for self-published titles 
they did take on, in order not to 
compromise the appear-ance of 
their stores. Self-published titles 
made available online, however, 
can locate and make direct con-
tact with their natural, and often 
highly specifi c, markets.

Progression 
Circulation of information on 
self-published titles through online 
media offers a linear progression 
to online purchase. Books are 
comparatively cheap and so the 
risks associated with ordering a 
title that turns out not to be as 
anticipated may be acceptable to 
purchasers.

Source: http://onlinelibrary.wiley.
com/doi/10.1087/20130310/epdf

Promotion 
If content can be effectively de-
scribed, and promoted through 
search engine optimization, the 
industry standard felicity of the 
final product may be less signifi 
cant to the buyer than the title’s 
availability and content, especially 
in niche markets.
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Binding Cost 

Source: fedex.com

Approx. $2-4
Depending on specifics 
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Printing Cost 

Source: fedex.com

Approx. $6-8 / book 
Depending on the amount of pag-
es in the book 
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Renting Spaces 

Denver, CO

2760 W 5th Ave
Valverde, Denver, CO

1,180 sqft
$25.80/sqft/yr

$2,458/month 

Pasadena, CA

2 N Lake Ave
Pasadena, CA

1,710 sqft
$3.10/sqft/mo

$5,301/month

New York City, NY 

154 Ludlow St
Murray Hill, New York, NY

1300 sqft
$50.00/sqft/yr

$5,416/month

Source: https://42floors.com/of-
fice-space/us/
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Demographics 

Who are they? 
If authors could identify a market, 
and understood something of 
marketing, this may tempt them 
to investi-gate DIY publishing to 
ensure the associated profi ts of 
the enterprise returned to those 
making the greatest personal 
investment – them.

The second-stage research pro-
gramme, reported below, sought 
to build on this, exploring in more 
detail the processes, motivations, 
and demographics of those who 
self-publish, and to establish a 
greater understanding of how they 
went about publishing, what they 
achieved, and their out-comes, in 
terms of both sales and satisfac-
tion.

Self-publishing is undertaken 
across the demographic spectrum 
The self-publishing authors in the 
survey were aged from their 20 to 
over 80, they live in urban centres, 
rural environments, and everything 
in between, and they position 
themselves at all points along the 
political spectrum.

Source: http://onlinelibrary.wiley.
com/doi/10.1087/20130310/epdf
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Demographics 

However, relative to their share 
of the national population the 
sample suggests that self-publish-
ing authors are skewed towards 
females, to those aged 41–70, 
and to the highly educated
82% of respondents were aged 
between 41 and 70, compared 
with 47% of the adult population 
nationally.10 Furthermore, the 
sample indicates that self-publish-
ers are particularly skewed towards 
females in their 40s and 50s (with 
these cohorts accounting for 22% 
and 19% of the sample, respec-
tively, compared to their shares of 
9% and 8% of the national adult 
population). The male self-publish-
ing authors tended to be slightly 
older, with the biggest clusters in 
their 50s and 60s. 65% of respon-
dents were female compared 
with 51% of the adult population 
nationally.

Source: http://onlinelibrary.wiley.
com/doi/10.1087/20130310/epdf
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Demographics 

Self-publishing is not just for 
those who cannot find a publish-
er; it is undertaken by publishing 
novices and veterans alike for 
many reasons, and with a high 
level of repeat business 
About a quarter of the sample 
(27%) were complete novices to 
publishing, with no publications 
of either type beyond the cur-rent 
self-publishing project.

31% of the sample, by contrast, 
were veterans of both self and 
traditional publishing. 

In total 42% of the sample had 
been traditionally published, while 
62% had used self-publishing 
before the current project. Some 
self-publishers had notched up a 
sig-nifi cant number of traditionally 
published books, with 21% of the 
sample having pub-lished more 
than five books this way.

Source: http://onlinelibrary.wiley.
com/doi/10.1087/20130310/epdf

There was considerable expertise 
in self-publishing among the sam-
ple – 24% had self-published fi ve 
or more books while a further 37% 
had published between two and 
four titles
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Demographics 

Sales among self-publishers vary 
widely, from just a handful of cop-
ies/downloads to tens of thou-
sands; print on demand is used 
extensively
For paperbacks, two-thirds of the 
sample used print on demand. 
For the remaining third, the size 
of their print run ranged from 26 
to 14,000 copies with a median 
of 500  copies. Paperback sales 
to date of the sample’s latest 
self-publishing project ranged 
from 1 to 10,000 copies, with a 
median of 150 books.

Source: http://onlinelibrary.wiley.
com/doi/10.1087/20130310/epdf

The outcomes from self-publish-
ing according to the respondents 
are extremely positive across the 
board
The average degree of satisfac-
tion with the overall experience 
of self-publishing and with the 
product created, the likelihood of 
using self-publishing again and 
of recommending to others all 
scored extremely highly with an 
average score in each case of over 
4 on a 5-point scale
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Positioning Matrix

Infinity Publishing 

Xlibris 

Author House 

Dog Ear Publishing 

Lulu

The Book Patch Book Surge 

written chances

BROAD RANGE 
OF SERVICES 

NARROW  RANGE 
OF SERVICE 

HIGH SERVICE 
CHARGE 

LOW SERVICE 
CHARGE 

FSG Originals 

* All Services included in 
the positioning matrix are 
online, Written Chances 
would be a local, in-store 
service 

* Range of Services in-
cludes: Editing, Readings/
lecturesm, Book Cover 
design, Marketing oppor-
tunities   
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VALS 

Makers 
Action Orientated, Self-sufficient, 
do-it-yourself

Motivated by self-expression
Live within traditional context of 
family 

Unimpressed by materal posses-
sions other than things that are 
practical or functional 

Prefer value to luxury, buy basic  
services and products 

Overall: 
Making sure the system is user-friendly 
Lost Cost 
Easy to Understand 
Convincing 
Laying out the process, so they can see the end goal 
Finding opportunities to share success stories
Self-sufficient resources (reasonable) 



PLANNING 
objective, personas, plan & concept 



Discovery      Planning         Creative        Application 

Objective/Goal

Giving Self-Published authors 
a chance to share their story by 
providing them with the resources 
to publish and have a location to 
shelf their written story. 

Creating a local bookstore in three 
locations: California, Colorado & 
New York

Providing additional services such 
as readings, lectures, editing, 
book cover designs, and promo-
tional items/ marketing. 
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Personas

Micheal Goodman

Age: 67
Occupation: Retired Psychiatrist

Goals: Micheal has many series of 
children’s books written, but the 
tradition publishing companies 
don’t think it is good enough. He 
wants to publish his fun children’s 
books and share them with others. 
As a Psychiatrist, many of his pa-
tients were young children, writing 
helps him remember specific pa-
tients and he turns their story into 
enthusiatic, fun, caring stories that 
children would enjoy.  
 

Kathryn Schulze 

Age: 34
Occupation: Painter  

Goals: Kathryn went to a Fine Arts 
school and has a degree in paint-
ing. She would like to do a series 
of paintings about South American  
culture because she stayed there 
for 6 months. She doesn’t exactly 
know how to get started with her 
book, but she is determined to 
publish a cultural book and talk to 
others about her experiences.  

Beth Wilkerson 

Age: 53
Occupation: English Professor 

Goals: Beth has been teaching 
for over 20 years. Over the years, 
she has compiled her ideas and 
stories about fictional characters 
and topics. She wants to turn all of 
her writings into a fictional novel. 
Since she an English professor, she 
is able to edit and review her writ-
ings on her own, but needs help 
with designing the book cover. To 
market her novel, she would like 
to hold a lecture to share her story. 
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The Plan 

Step 1
Author sends their book to Written 
Chances 

Step 2 
Written Chances approves the 
book 

Step 3
Author chooses a package of their 
choice, based on their needs 

Step 4 
The services that they chose 
would be provided 
(if they need an editor, there 
would be a freelance editor on 
staff.)

Step 5
Author would have their books 
printed (which they would do on 
their own with the fedex voucher 
provided) 

Step 6 
Once all the books are printed 
and shelved, the author can hold 
their reading or lecture at the local 
bookstore. 

Step 7 
Depending on the sales, the Au-
thor may renew their package.

Package 1 - $200 
10 copies (Fedex discount included) $100
Reading at the local Bookstore
Book Cover Design $100 

Package 2 - $400 
10 copies (Fedex discount included) $100
Reading at the local Bookstore
Book Cover Design $100
Editing $100 

Package 3 - $500 
10 copies (Fedex discount included) $100
Reading at the local Bookstore
Book Cover Design $100
Editing $100
Promotional/Advertising Items $100 
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Student Internship Program 

Positions 
Graphic Design 
Marketing/Advertising 
Editor 

Job Descriptions 
Graphic Design (Adobe Photo-
shop, InDesign & Illustrator. Able 
to design book covers. Organize 
and communicate effectively 
visually. Junior or Senior. Under-
graduate or Graduate. Resume. 
Portfolio.) 

Marketing/Advertising (Adobe 
Photoshop, InDesign & Illustra-
tor. Web Design. Analyzing and 
investigating price, demand and 
competition. Manage social me-
dia. Organize events. Promotional 
activities. Junior or Senior. Under-
gradaute or Graduate. Resume. 
Portfolio.) 

Editor (Prepare, write, and edit 
copy, improve readability, proof 
correct errors in grammar, spell-
ing, punctuation and syntax. Verify 
dates, statistics, sources. Review 
and approve. Junior or Senior. 
Undergraduate or Graduate.  

Universities
Colorado (University of CO, Col-
orade State, Art Institute, Rocky 
Mountain, University of Denver) 

California (CalArts, University of 
Southern California, Berkley, Acad-
emy of Art University, Woodbury, 
Laguna, UCLA, Design Institute) 

New York (NYU, Columbia, St.
Johns, Pratt, Parsons, School of 
Visual Arts Wagner, Baruch) 

Job Postings Sites 
Universities Job Postings
Internships.com 
Idealist.com 
Indeed.com
Experience.com

*Paid per project 
*Freelance 
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Concept 

Background Summary & Overview The Service is a local self-publishing 
company specifically in three specif-
ic locations. A Written Chance, the 
bookstore, provides all the services 
needed to publish a book from start 
to end at a lost cost that requires the 
author to be fully dedicated. 

The service is important because of 
the lack of self-published authors. 
It is quite difficult for self-published 
authors to publish the book and put 
it on a shelf. Many times authors are 
declined from the publishing indus-
try, which can be very discouraging. 
The design will help support the local 
bookstore by making sure that it is 
welcoming and accessible. 
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Concept 

Drivers & Target Audience The goal for the project is for authors 
in the area to publish their books, and 
give them a chance. The main three 
goals or objectives are to provide a 
space for the local authors to publish 
and sell their books, encourage others 
to support the authors, and emphasis 
the need for getting involved in the 
community. 

The target audience consist of local 
authors and the local community. 
They would support this idea/con-
cept becasue it allows them to have 
a place to read and create, along 
with engage with the community. It 
is a learning opportunity, which many 
people would appreciate. The age 
range can be anyone from ages 5 and 
older. The three bookstores specify is 
three specific audiences, depening on 
the types of books that are sold at the 
location. 
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Concept 

Competitors & Tone The competitors are other online 
self-publishing websites. Most of the 
websites make a point to let their cus-
tomers know that their service is easy 
to use and acessible, which is also 
the case for A Written Chance. The 
aspect of the service that differs from 
the other services is that it would be a 
local bookstore. This would allow for 
direct communication with the book-
store and the locals. Marketing and 
advertising would be more effective. 

The overall tone that A Written 
Chance would portray would be inv-
ing, welcoming, convincing, accessi-
ble, and ownership. 
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Concept 

Deliverables & Visuals 1.  Mark identity for the brand and 
business

2.  Interior and Exterior Renderings 
including sinage 

3.  Infographic explaining the plan and 
step by step process of how to go 
about publishing a book 

4.  Postcards to invite the local com-
munity 

5.  Bookmarks to advertise and market 
the local readings/lectures at the 
specific locations

The visuals should communicate a 
relaxing and inviting feel. The illustra-
tions and renderings would be clean 
and easy to understand. The book-
marks can be a bit more abstract and 
colorful to attract the customers to 
be invited to the local readings. The 
color palette overall would give off a 
welcoming and relaxed tone as well 
by using cool tones. 



Message & Plan 

Concept 

The concept behind this idea is to 
create a space where authors are 
able to publish and sell their books 
at a low cost and be efficient. Many 
times authors are rejected from the 
traditional publishing industry, so this 
would help those specific authors 
share their story. The plan is for the 
author to send in their book to the 
company called, A Written Chance. 
They would approve the book based 
on the content. Once it is approved, 
the author chooses a package that is 
provided under services and follows 
through with the package. The local 
bookstore would also provide a space 
for lectures and readings, which a 
huge part of getting involved with the 
community and marketing their book. 

The partnership deal with FedEx 
is so that the authors would get a 
discount for printing their book and 
FedEx would receive more business. 
Having a partnership would also help 
with cost and marketing. The Student 
Internship program also goes along 
with giving a ‘chance’ to students who 
would like the experience in working 
in graphic design, advertising, mar-
keting or editor. This would benefit 
the company, the author and the 
student. Overall, this would a great 
opportunity for self-published authors 
to get started with their writing career 
and share their written stories. 

Discovery      Planning         Creative        Application 
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Creative Brief 

Message & Plan 
The Service is a local self-publishing company 
specifically in three locations: New York, California 
and Colorado. A Written Chance, the bookstore, 
provides all the services needed to publish a book 
from start to end at a lost cost that requires the 
author to be fully dedicated. 

The plan is for the author to send in their book to 
the company called, A Written Chance. They would 
approve the book based on the content. Once it 
is approved, the author chooses a package that is 
provided under services.The local bookstore would 
also provide a space for lectures and readings. 

Objectives & Target Audience
The main three goals or objectives are to provide a 
space for the local authors to publish and sell their 
books, encourage others to support the authors, 
and emphasis the need for getting involved in the 
community. The target audience consist of local 
authors and the local community. 

Competitors & Tone
The competitors are other online self-publishing 
websites. Most of the websites make a point to let 
their customers know that their service is easy to 
use and acessible, which is also the case for A Writ-
ten Chance. The aspect of the service that differs 
from the other services is that it would be a local 
bookstore. This would allow for direct communica-
tion with the bookstore and the locals. Marketing 
and advertising would be more effective. 
The overall tone that A Written Chance would 
portray would be inviting, welcoming, convincing, 
accessible, and ownership. 

Deliverables 
1.  Mark: identity for the brand and business
2.  Interior and Exterior Renderings: including sinage 
3.  Infographic: explaining the plan and step by step 

process of how to go about publishing a book 
4.  Postcards: to invite the local community 
5.  Bookmarks: to advertise and market the local 

readings/lectures at the specific locations

Visuals 
The visuals should communicate a relaxing and 
inviting feel through the organic forms and color 
palette by using cool tones. 

Additional Information 
The partnership deal with FedEx is so that the 
authors would get a discount for printing their book 
and FedEx would receive more business. Having 
a partnership would also help with cost and mar-
keting. The Student Internship program also goes 
along with giving a ‘chance’ to students who would 
like the experience in working in graphic design, 
advertising, marketing or editor. This would benefit 
the company, the author and the student. Overall, 
this would a great opportunity for self-published 
authors to get started with their writing career and 
share their written stories. 



CREATIVE 
mood boards, sketches, mock-ups & revisions
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Mood Board | Interior Space University of Washington Book Store 

Easily Accessible Books, Eye Level, 
Marketing Techniques 

Cover Books | Atlanta, GA 

Easily Accessible Books, Eye Level, 
Marketing Techniques 

Eye-level shelving 

Saraiva Bookstore

Fun & Colorful Lecture/Reading 
Room for Kids

IndigoKids

Fun & Colorful

Comfortable Seating & Tables 

Space
Organized 
Appealing 
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Mood Board | Interior Space Armenian cultural center bookstore 
rendering

Open- concept, inviting 

Modern & Clean design 

Best-Sellers Book Placement 

Unique Furniture, round table 

Indesignlive Hong Kong

Barnes and Noble

X+Living designs

Curved Stand, no books are hidden

Placement 
Environment 
Assessible 
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Mood Board | Interior Space 
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Ideas for Deliverables 

Mark/Logo - Identity 

Interior & Exterior Space - Would 
help show the three types of store, 
since they all have specific genres 

Website - To show how the author 
sends in their book/writings 
How they can get started 
The plan 

Design Book Covers- For the Au-
thors listed in the personas

FedEx Vouchers - For the Author 
when they go print their books 

Signage - Interior & Exterior 

Advertisements- Local Magazine 
Ad

Promotional Items- For authors 
listed in the personas 

Infographic- how the system works 
to help the authors understand 

 

1. Mark/Logo - Identity 

2. Interior & Exterior Space - 
Would help show the three types 
of store, since they all have specif-
ic genres 
(Signage - Interior & Exterior)

3. Infographic- how the system 
works to help the authors under-
stand 

4. Bookmarks- to advertise the 
readings and lectures at the local 
bookstore

5. Postcards- to advertise the 
bookstore in the specific locations 

 

Finalized Deliverables 
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Color Scheme/Palette 
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Logo/Mark Exploration 
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Website | Sketches 
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Interior Space | Sketches 

Book Posters for 
advertisements  

circle seating or tables 

eye level shelving for 
marketing and 
advertising 

Comfortablt seating in 
the lecture room 
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Interior Space | Sketches 
Colorado, New York, & California

Eye level shelving 

Inside door for lectures 
and readings 

Open concept structure 

Glass Windows 

Easy Access 
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Exterior Space | Sketches
Colorado, New York, & California 

Open concept structure 

Glass windows 

Easy Access 

Sinage 
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Interior Space | Sketches 
New York, & California

Lecture/ Reading Room 

Formal Seating 

Projections for the pre-
sentation 

Shelves to advertise 
books
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Interior Space | Sketches 
Colorado

Lecture/ Reading Room 

Fun casual seating for 
children 

Low shelves for kids 

Projection for presenta-
tions 
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Watercolor Sketches | Process 
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Watercolor Sketches | Process 
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Watercolor Sketches | Process 
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Watercolor Sketches | Process 
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Watercolor Sketches | Process 
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Infographic | Digital Sketch 

Infographic to show the 
process of how to Self- 
publish a book 

Readability - in a col-
umn instead of a half 
circle 

Book is not necessary to 
convey the message 
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Infographic | Black and White 
Mockups 
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Bookmarks | Black and White 
Mockups  
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Postcards | Black and White 
Mockups  



APPLICATION 
final revisions, digital pieces & color mockups 
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Logo Design | A Written Chance Typeface: Kozuka Gothic Pr6N
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Renderings | Exterior 
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Renderings | Interior
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Renderings | Lecture/Reading Room 
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Renderings | Kids Reading Room 
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Infographic 
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Postcards | Colorado 
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Postcards | California 
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Postcards | New York
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Bookmarks | Colorado
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Bookmarks | California
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Bookmarks | New York
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Color Mockups 


